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EDITORIALS 


ADVERTISING Most reasonable men will agree 
NOT ENOUGH | that continued blanket consumer 

advertising of a product has 
proven to be an extremely powerful selling aid. Most 
reasonable men will also agree that a satisfied cus- 
tomer is the all important requisite to repeat business. 
Oridinarily the two go hand in hand but occasionally, 
as is inevitable, because of the inherent weakness of 
our human natures and the quirks of individual per- 
sonalities, this second all important element is missing. 
Advertising brings power and power sometimes invites 
excess and, whether these excesses are real or imag- 
ined, it’s perfectly human for the little man to begrudge 
the acquired power of the comparative giant. By the 


. same token it is also perfectly natural that when the 


little man grows in strength and stature, he inevitably 
begins to flex his muscles and eventually issues an 
outright challenge to the bigger men. 


So that the statements of CFDA President Conreux, 
in presenting his Association’s code of ethics to the 
press, are not particularly surprising. His statement 
may be taken as a challenge and a reminder to the 
national advertiser that advertising itself is not 
enough. It may also be taken by the smaller firms as 
x reminder that much can be accomplished without 
nelional advertising (despite the use of such phrases 
as “equally as large”, “equally gigantic corporations’). 
Tie smaller firms, also, might bear in mind that there 
ty be considerable room for improvement in their 
ov 1 Trade Relations. 


_ or the record, here are some “quotes” from Mr. 
( reux’s presentation. The code itself will be found 
© oage 9 of this issue: 


.. Now some of the things which we think are 
\ ig and need correcting may not meet with manu- 
',  irers or suppliers approval, but that is why we 
b « democracy—because people in such a democracy 
h a right to choose that which they do or do not 
li Thus, if we cannot come to an agreement with 
t anufacturers and suppliers, then we will disagree, 
“ »erhaps such disagreement will put us in the posi- 
tof not desiring to handle a particular product, in 
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which event we will not handle that product. However, 
it is our sincere wish that we can find an accord and 
a mutuality of interest between manufacturers, sup- 
pliers and ourselves. We, naturally, are indebted to 
manufacturers and suppliers for the aid, help and 
assistance they have given us, and for the many bene- 
ficial things which have flowed over on us from their 
many activities. 


“Many manufacturers and suppliers, because of 
their size, believe that a distributor cannot do without 
their product. In all fairness, that may have been true 
in the past, but times have now changed, and a dis- 
tributor who does not like a product now finds another 
supplier equally as large, whose actions are acceptable, 
and takes the product of that supplier and substitutes 
it for the original manufacturer’s product whose ac- 
tions are not acceptable. He then can put his promo- 
tion, his advertising and his push behind the competi- 
tive product of the same category. 


“Somewhere along the line, manufacturers and sup- 
pliers have placed too much stress upon selling of their 
product through advertising and promotions which 
they dream up, and have forgotten a basis upon which 
business has operated for hundreds of years, namely, 
a satisfied customer. Now whether the manufacturer 
and supplier believes it or not, we are their customer. 
We control 27,000 retail outlets and their thinking, 
and if we are an unhappy customer we certainly can 
see that that unhappiness spills over on the members 
who own our warehouses and to which we have dedi- 
cated our operations. We certainly know that in today’s 
economy there are enough similar items manufactured 
and supplied by equally gigantic corporations so that © 
there can be a substitution, as far as promotion, stock- 
ing and advertising is concerned, of one brand for 
another. Brand substitution and support of such sub- 
stitution is a definite weapon in the hand of a dis- 
tributor in today’s market. Failure to know and 
understand a customer is a fallacy which must be cor- 
rected by all manufacturers and suppliers. It is the 
difference between partial success in moving merchan- 
dise to a consumer and wholehearted success in such 
movement.” 
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Proposed Frozen Food Trade Practice 
Rule Hearings Begin Sept. 8 


Hearings on proposed trade practice 
rules for the frozen foods industry by 
the Federal Trade Commission at the 
request of the National Frozen Food 
Distributors Assn. will begin on Sep- 
tember 8 in room 332 of the Federal 
Trade Commission Building in Washing- 
ton. Interested parties have been invited 
to present their views at that time. 


The rules are designed to maintain 
fair competitive conditions in the indus- 
try and to eliminate or prevent violation 
of statutes administered by the Federal 
Trade Commission. The National Frozen 
Food Packers Assn. and other interested 
groups met informally with FTC some 
time ago to present testimony relevant 
to the establishment of these rules, and 
it is expected that the Association will 
be ably represented at the hearing. 


A total of 18 rules have been proposed. 
Rule 1 deals with prohibited discrimina- 
tory prices, rebates, refunds, discounts 
and so forth; prohibited brokerage and 
commissions, advertising or promotional 
allowances, discriminatory services or 
facilities and inducing or receiving the 
same, except in the case of purchases by 
the U. S. Government. Rule 2 has to do 
with exclusive deals; Rule 3, prohibited 
sales below cost; Rule 4, push money— 
payments to a sales person to obtain 
preferential treatment. 


Rule 5 would prohibit fictitious pric- 
ing; Rule 6, false invoicing, billing, etc. 
Rule 7 would prohibit coercing the pur- 
chase of one product as a prerequisite to 
the purchase of other products where 
the effect may be substantially to lessen 
competition or tend to create a monopoly 
or unreasonably to restrain trade. 


Rule 8 deals with misrepresentation in 
general; Rule 9, defamation of competi- 
tors or false disparagement of their 
products; Rule 10, enticing away em- 
ployees of competitors for the purpose 
of injuring, destroying or preventing 
competition. Rule 11 would prohibit de- 
ceptive substitution of products; Rule 12, 
inducing breach of contract. Rule 13, 
would make it an unfair practice to use 
lottery schemes to distribute or promote 
the sale of a product. Rule 14 is aimed 
at preventing conspiracy, intimidation or 
coercion in price fixing. 


Rule 15 would make it unfair to use 
the word “free” or words of similar im- 
port in advertising where the inducement 
is not an unconditional gift. Rule 16 
would prevent misrepresentation of 
products as conforming to a standard of 
recognized quality. Rule 17 would pre- 
vent the procurement of competitor’s 
confidential information by unfair 
means. Rule 18 would prevent aiding or 
abetting use of unfair practices, 
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GROUP II 


In addition there are two proposed 
group 2 rules which the Commission pro- 
poses as “conducive to sound business 
methods and to be encouraged and pro- 
moted individually or through voluntary 
cooperation, exercised in accordance with 
existing law. Non-observance of group 
2 rules,” says the Commission, “does not 
per se constitute violation of law. Where 
however the practice of not complying 
with such rules is followed in a manner 
as to result in unfair methods of com- 
petition or unfair or deceptive acts or 
practices in commerce, corrective pro- 
ceedings in respect thereto may be insti- 
tuted by the Commission as in the case 
of violation of group 1 rules.” 


Group 2 rules are as follows: “Rule A, 
contractual obligations—the industry 
condemns repudiation of contracts by 
sellers on a rising market or by buyers 
on a declining market. Lawful contracts 
of business obligations should be per- 
formed in letter and in spirit. 


“Rule B, proper refrigeration—the in- 
dustry condemns practices at a variance 
with the essential health and sanitary 
temperature and refrigeration control 
requirements as constituting a menace 
to the public health and the general wel- 
fare of the consuming public in the in- 
dustry. It recommends that the tempera- 
ture and refrigeration of industry prod- 
ucts should be maintained constantly and 
uniformly not higher than 0 degrees 
Fahrenheit to prevent spoilage, deterio- 
ration and contamination. 


Can production in the United States 
was up almost six percent during the 
first six months of 1955, with production 
topping the 17 billion mark, an increase 
of almost a billion over the comparable 
1954 period, according to the American 
Can Company. More than four and a 
quarter billion cans for fruits, vegetables 
and juices were produced from January 
through June, a ten percent increase over 
the same 1954 period, according to 
Canco. Beer can output also jumped ten 
percent—to more than three billion cans 
for the six months. 


The James Dole Engineering Co., San 
Francisco, Calif., manufacturers of as- 
ceptic canning machines, now has a total 
of 36 machines licensed to users, with 
15 of these in commercial production. 
Experimental equipment for asceptic 
canning in glass containers will be de- 
livered to the University of California’s 
food technology department at Davis, 
Calif., shortly. 
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CALENDAR OF EVENTS 


SEPTEMBER 11-14 — NATIONAL AMERICAN 
WHOLESALE GROCERS ASSOCIATION, Mid-Year Mee:- 
ing, Broadmoor, Colorado Springs, Colorado. 

OCTOBER 7-8, 1955—TEXAS CANNERS ASSOCI\- 
rion Annual Meeting, Ancira Hotel, Monterrey. 
Mexico (reservations through the Association, 
Box 47, Weslaco, Texas). 

OCTOBER 18-14-15, 1955—FLORIDA CANNERS As- 
SOCIATION, Annual Meeting, Fontainebleau Hotel, 
Miami Beach, Florida. 

OCTOBER 19-21—NATIONAL PICKLE PACKEKS 
ASSOCIATION, Annual Convention and “Pickle 
Fair,” an exhibit featuring Specialized pickle 
machinery. Sheraton Hotel, Chicago. 

OCTOBER 31-NOVEMBER 1, 1955 — 1owa- 
NEBRASKA CANNERS ASSOCIATION, Annual Meeting, 
Fort Des Moines Hotel, Des Moincs, Iowa. 

NOVEMBER 38—ILLINOIS CANNERS ASSOCIATION, 
Fall Meeting, Bismarck Hotel, Chicago. 

NOVEMBER 3-4, 1955—ozARK CANNERS ASSO- 
CIATION, Annual Fall Meeting, Colonial Hotel, 
Springfield, Mo. 

NOVEMBER 7-8 — WISCONSIN CANNERS ASSO- 
ci\tion, 5lst Annual Convention, Schroeder Hotel, 
Milwaukee, 

NOVEMBER 11-15—AMERICAN MEAT INSTITUTER, 
Annual Convention, Palmer House, Chicago. 

NOVEMBER 16-18, 1955—.1INDIANA CANNERS 
ASSOCIATION, Annual Convention, French Lick 
Springs Hotel, French Lick, Ind. 

NOVEMBER 16-18—GrocERY MANUFACTURERS OF 
AMERICA, INC., Annual Convention, Waldorf Astoria 
Hotel, New York City. 

NOVEMBER 21, 1955—PENNSYLVANIA CANNERS 
ASSOCIATION, 41st Annual Convention, Penn Harris 
Hotel, Harrisburg, Pennsylvania. 

DECEMBER 1-2, 1955—rTrI-STATE PACKERS ASSO- 
CIATION, 52nd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pennsylvania. 

DECEMBER 1-2, 1955—GEORGIA CANNERS ASSO- 
CIATION, Annual Convention, Daytona Plaza Hotel, 
Daytona Beach, Florida. 

DECEMBER 5-6, 1955—oONTARIO FOOD PROCESSORS 
ASSOCIATION, Annual Convention and Machinery 
Exhibit, Royal York Hotel, Horticultural Building, 
Toronto, Ontario, Canada. 

DECEMBER 5-6 — MICHIGAN CANNERS AND 
FREEZERS ASSOCIATION, Fall Meeting, Pantlind 
Hotel, Grand Rapids. 

DECEMRER 5-6 — CANNERS ASSOCIATION, 
48th Annual Convention, Carter Hotel, Cleveland. 

DECEMBER 6, 1955—-MAINE CANNERS ASSOCIA- 
rion, Annual Convention, Falmouth Hotel, Port- 
land, Maine. 

DECEMBER 8-9, 1955—NEW YORK STATE CAN- 
NERS & FREEZERS ASSOCIATION, 70th Annual Conven- 
tion, Hotel Statler, Buffalo, N. Y. 

JANUARY 16, 1956—-NATIONAL FOOD BROKERS 
ASSOCIATION, Annual Meeting, Atlantic City, New 
Jersey. 


JANUARY 17-21, 1956—NATIONAL CANNERS AS- 
SOCIATION, Annual Convention, Atlantic City, New 
Jersey. 

JANUARY 19-21, 1956 — CANNING MACHINERY 
AND SUPPLIES ASSOCIATION, Annual Exhibition 
(Annual Meeting January 21), Atlantic City, New 
Jersey. 

JANUARY 29, 1956—FROZEN FOOD CONVENTION, 
N.A.F.F.P., N.A.F.F.D., Waldorf Astoria Hotel, New 
York City. 

FEBRUARY 1-3, 1956—PENNSYLVANIA CANNF'S 
ASSOCIATION, 11th Annual Fieldmen’s Conferen:e, 
Pennsylvania State University, University Pa. ‘, 
Pennsylvania. 

FEBRUARY, 17-18, 1956—CANNERS LEAGUE OF 
CALIFORNIA, Annual Fruit and Vegetable Sam.'le 
Cutting, Fairmont Hotel, San Francisco, Califor: ‘a. 

MARCH 4, 1956 — NATIONAL-AMERICAN WH) E- 
SALE GROCERS ASSOCIATION, 50th Annual Convent: 
Palmer House, Chicago, Illinois. 

MARCH 26-27, 1956—CANNERS LEAGUE OF © LI- 
FORNIA, 52nd Annual Meeting. Santa Barbara | 't- 
more, Santa Barbara, California. 

JANUARY 6, 1957—NATIONAL FROZEN FOOD | )N- 
VENTION, N.A.F.F.P.,  N.A.F.F.D., Fontaine cau 
Hotel, Miami Beach, Florida. 

FEBRUARY 1957—NATIONAL CANNERS ASS 
TION AND ALLIED INDUSTRIES, Annual Conver ion, 
Chicago, Illinois, 
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Code of Fair Practices 
Released by CFDA 


[he Cooperative Food Distributors of 
»merica, an association representing 110 
»tailer-owned wholesale food distribu- 
tors serving more than 27,000 inde- 
pendent retail grocers, on August 12, 
released a code of ethics prepared by its 
Trade Relations Committee. The report 
has been submitted to Grocery Manufac- 
turers of America with a request for a 
joint industry meeting to discuss imme- 
diate action by suppliers to conform 
with the code. 

The 110 CFDA members service inde- 
pendent retailers of all classes including 
local chain supermarkets, superettes and 
small neighborhood stores. Originally 
serving solely as a group buying agency 
receiving, storing and delivering mer- 
chandise to these retailers, CFDA mem- 
bers now serve their retailers with a 
complete store contact service. This in- 
cludes such services as store engineering 
and layout for new or remodeled units, 
financing of fixtures, complete advertis- 
ing program, including layout and mat 
service, store accounting service, em- 
ployee training in display, promotion 
and inventory control and competitive 
price guides. “Today,” says CFDA, “re- 
tailer owned organizations are develop- 
ing at more than 4 times the rate of the 
old line wholesaler and at an appreciate 
rate above the voluntary groups.” 


TWO WAY STREET 


In releasing the code, J. C. Conreux, 
President of CFDA, called it a code of 
fair practices. He said that there have 
been many, many reports on trade prac- 
tices released in the past few years and 
that they have died either a natural or 
an unnatural death. The value of this 
report, which must not under any cir- 
cumstances be allowed to die, he said, is 
that “in this report we not only ask and 
make requirements from the people who 
supply our business, but in turn we feel 
that there are certain obligations which 
we, us distributors of merchandise, must 
adhere to, also. Too often there have 
bee’ complaints and criticism leveled at 
the manufacturers, but no such finger 
poi ‘ed at the person who himself is 
ma ing the complaints, and we would 
lik. to predicate this report with a state- 
me | that we believe that there are cer- 
tai obligations which we owe to the 
me ifacturers through our wholesale 
an’ retail distributors. There are many 
Ins inces in which we ourselves must 
cle \ house ... there are many things 
wh h our wholesalers and retailers must 
dec © are fair and moral if they are to 
be stified in making any demands of 
an) ind, It is our steadied intention to 


go our wholesalers and retailers and 
to. cate them on the idea that manu- 
fac. r-distributor relationship is a two 
wa) reet and that if we are to expect 
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cooperation in the ideas which we have 
with respect to certain treatments, we 
in turn must meet certain demands of 
manufacturers and see that the obliga- 
tions which we are supposed to carry out 
are carried out.” 


THE CODE 

(1) ADVERTISING ALLOWANCES: An ad- 
vertising allowance is that which re- 
quires proof of advertising in a con- 
tracted media. The agreement to pay 
such allowances must be in writing, the 
terms clearly defined and agreed to by 
both parties. Advertising allowances 
should be offered in writing and should 
be equally available to all retailer-owned 
members on a basis equal to that offered 
the trade providing such members have 
the ability and facility to meet the per- 
formance requirements. 

Any other type of allowance that does 
not require performance in a contracted 
media shall be construed as a trade dis- 
count. 

All monies paid under such contracts 
shall be clearly earmarked and the pur- 
poses clearly defined. 


(2) DISPLAY AND/OR PROMOTIONAL AL- 
LOWANCES: A _ display and/or promo- 
tional allowance is any retail display 
allowance contracted by a supplier for 
display of his product at retail level. It 
must be available at the distributive 
level in the same manner as is made 
available at any other distributive level 
providing such distributive level have 
the ability and facility to meet the per- 
formance requirements. 


(3) PROMOTIONS AT WAREHOUSE LEVEL: 
No credit memorandum shall be paid by 
suppliers on promotional contracts. Pay- 
ments shall be in legal tender and 
promptly within two weeks after proof 
of performance. 


(4) COUPONS: Considerable study has 
been given by the industry to problems 
of coupons with particular emphasis on 
the methods of handling and redemption. 
The study initiated by Grocery Manu- 
facturers of America represents a seri- 
ous attempt by the industry to improve 
the “mechanics” of the coupon practice 
but in no way touches on the equally 
important problem of fair and adequate 
reimbursement for handling by retailers. 
CFDA endorses the report of GMA as 
far as it goes but regrets that appar- 
ently no consideration was given to re- 
imbursement practices and the equally 
objectionable policy of cross couponing. 

Retailers should be adequately com- 
pensated for the expense incurred in 
handling coupons. We consider two cents 
per coupon to more accurately reflect 
current handling charges. 

(5) CROSS COUPONING: Should not be 
conducted, It tries to force items on 
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retailer not justifying shelf space. If 
the item is not carried, competitor may 
own their stock at lower costs. 


(6) BILLING BY MANUFACTURER: The 
billing date of the manufacturer’s in- 
voice should coincide with the arrival 
date of the merchandise and the cash 
discount should be figured from this 
arrival date. 

(7) CASH DISCOUNT: A uniform cash 
discount of 2% should be adopted by all 
manufacturers and should be determined 
from the date of arrival of the mer- 
chandise at the warehouse. 

(8) PACKAGING: A uniform system of 
marking by distinguishing colors, type, 
and size should be adopted to facilitate 
the prompt recognization of the product 
and to aid in the efficient distribution 
of the same. 

(9) DIRECT DELIVERIES: If a supplier 
elects to have a direct selling policy he 
should provide a price differential on a 
quantity breakdown that accurately re- 
flects a true cost differential rather than 
the arbitrary differential so common in 
trade practice. 

(10) SPECIAL PACK DEALS: Whenever 
free or reduced price merchandise is 
handled at the distributive level, there 
shall be proper reimbursement by the 
supplier for the true cost of handling 
such merchandise. 

Suppliers should not initiate special 
pack deals at the retail level unless such 
deals allow the retailer his normal profit 
on the merchandise that would have been 
realized on the merchandise if it were 
sold in its regular form. 


(11) LOADING DEALS: All “deals” by a 
supplier shall be on a guaranteed basis. 
At the end of the “deal” period all inven- 
tory and the cost of handling same shall 
be removed and borne by the supplier. 
During the course of such deals all reg- 
ular inventory shall be removed from 
the distributive level and the cost of 
handling the inventory borne by the 
supplier. 

Uniform notifying dates shall be made 
available to all segments of the industry. 
Such notification shall be sufficiently in 
advance to provide for adequate plan- 
ning for storage, distribution, and pro- 
motion. 

(12) LOADING DEALS—MULTIPLE CASE: 
Whenever merchandise is offered as a 
“one or multiple case free” deal with a 
purchase of a “required” number of 
cases, a price decline results in effect 
and such “deal” should be announced as 
such by the manufacturer. Such pro- 
grams should be accompanied by the 
usual “price protection program” cur- 
rent in the trade. 

No deal is acceptable where one prod- 
uct is offered at a reduced price with the 
purchase of another product. 

Manufacturers should not offer mul- 
tiple deals which require the purchase 
of merchandise of one or more manufac- 
turer’s brands in any stated quantities 
—but the distributor shall have the right 
to purchase in the proportions he desires 
without discrimination as to price or 
supply of product, 
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SALES & PROMOTION 


Northwest Blue Lake Canners Train 
Heavy Promotional Guns on 
Institutional Market 


Giant, 45 day sample offer backed by full scale, color advertis- 
ing in 4 leading Trade journals in institutional field. Consumer Camp- 
aign also to be launched in September issue of National Magazines. 


“A sample of the product is worth ten 
thousand words of salesmanship,” says 
F. M. Smith, president of the Associated 
Blue Lake Green Bean Canners, Inc., in 
announcing one of the largest sample 
campaigns in the history of the canning 
industry. The Blue Lake association is 
advertising to the restaurant trade in 
September and October an offer to send 
a free No. 10 can of fancy 4 sieve cut 
Blue Lakes to any restaurant operator 
who fills in the ad coupon. The oper- 
ator’s supplier must endorse the coupon 
for the free sample. * 

The two color, full page ads will ap- 
pear in the September and October issues 
of “Institutions”, “American Restau- 
rant”, and “Chain Store Age’’, restaurant 
edition. Additional restaurant publica- 
tions carrying advertising of Pacific 
Northwest Blue Lakes are, “Institutional 
Feeding & Housing’, “Club Manage- 
ment”, “Fountain and Fast Food”, “In- 
plant Food Management”, and “What’s 
New in Home Economics”. 

A special label and a special shipping 
carton have been prepared to fill the 
thousands of requests anticipated dur- 
ing the 45-day free offer. 

Along with the free No. 10 can, the 
Association is sending the popular book, 
“The Story of Canned Blue Lake Green 
Beans”, and a set of just-published quan- 
tity food preparation cards of green 
bean recipes from such operations as 
Hardings, Russets, Teacher’s College at 
Columbia University, Barnes Hospital, 
St. Louis, and others. 

To supplement the coupon sampling 
campaign, an advertising campaign 
folder is being mailed this week to the 
buyers of canned foods listed in Thomas’ 
Register. 

“Green beans are already one of the 
leading canned food items used in res- 
taurants, and the Association wants 
every operator catering to mass feeding 
to know of the finer flavor and steam 
table stability of the stringless Blue 
Lakes from the Pacific Northwest,” said 
Smith. 


CONSUMER CAMPAIGN 
This closely knit advertising and pro- 
motional minded group of canners will 
start this fall’s consumer advertising 
schedule in the September issues of, 
“McCalls” and “Ladies Home Journal”. 
Additional consumer magazines carrying 
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a regular schedule from September 
through April 1956 are: “American 
Home”, “Womans Home Companion”, 


“Good Housekeeping”’, and “Holiday”. 


The 1955 pack of Blue Lakes in Ore- 
gon and Washington, according to Smith, 
is another high quality pack which has 
characterized the Northwest Blue Lakes 
since they were first developed in the 
region. 


HAWAIIAN HARVEST 
PROMOTION BIGGEST EVER 


Dole Hawaiian Pineapple Company 
will back up its 4th annual Hawaiian 
Harvest promotion during September- 
October with the most extensive con- 
sumer advertising program in the com- 
pany’s promotion history. 

The extensive program of consumer 
messages, aimed specifically at the fam- 
ily purchasing agent, will tell millions 
of housewives about the Dole promotion 
in a hard-hitting combination of media. 

Full page consumer ads in color in 
four women’s magazines and five grocery 
store distributed books will dramatically 
emphasize with use suggestions the con- 
venience and versatility of Dole pine- 
apple products and fruit cocktail. 

Sixty coast-to-coast television stations 
carrying the Dole-Art Linkletter “House 
Party” show will blanket major metro- 
politan centers with selling messages. 
The same program, simulcast over 174 
radio stations, penetrates every locality 
in the U. S. 


A brand-new, store-tested merchandis- 
ing aid—the Dole supermarket pole— 
will bring attractive recipe posters down 
from ceiling to eye-catching level for 
related item selling. 

Point-of-sale packages of colorful Dole 
wire hangers, posters, stack cards and 
other selling aids are designed to help 
retailers increase store-wide sales and 
turnover, while doing a strong selling 
job for Dole products. 

Additional selling impact in local news- 
paper advertising by store and super- 
market operators is strongly supported 
by Dole’s advertising and promotion 
allowance. 

With ample supplies of products avail- 
able from its summer packs, Dole is 
going all out to make this a banner year 
for pineapple sales. 
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CULINARY INSTITUTE GIVES 
HIGH RATING TO 
SHOE PEG CORN 


The results of an evaluation and test 
on Shoe Peg Corn have just been re- 
leased by The Culinary Institute of 
America at New Haven according to 
Harold H. Jaeger, Marketing Director of 
Can Manufacturers Institute. The find- 
ings are highly gratifying to the mem- 
bers of the Associated Shoe Peg Corn 
Canners, Ine., as well as CMI, Mr. Jaeger 
noted, in quoting the Report, which 
stated in part: 

“The product (Shoe Peg Corn) is so 
unique that we found it difficult to com- 
pare with the types of canned corn we 
had available. This very uniqueness is 
very much in favor of this product be- 
cause it can be readily distinguished and 
recognized. 

“Our panel found the product most 
appealing and exceptionally tender and 
sweet in taste. It should appeal to res- 
taurants of all types... 

“We tested ‘Shoe-Peg’ Corn in a num- 
ber of recipes, but found it so flavorful 
and surprisingly tender that we believe 
it is at its best when heated in its own 
juice and seasoned with salt and butter. 
Some members of the panel preferred 
adding white pepper and a small amount 
of sugar in addition to the salt and but- 
ter. We do not believe that the product 
itself in the can will be improved by 
adding ingredients. It is perfect as it is 
now packed.” 

Culinary Institute, an impartial con- 
sumer testing organization, devoted to 
the development of a quality food trade 
center with a program designed to raise 
the prestige of its graduates to the lvvel 
now enjoyed by the skilled Europcan- 
trained chef, tested a number of ew 
recipes as part of the evaluation of 
“Shoe Peg Corn.” Two of the rec pes 
were unanimously endorsed as outsts ad- 
ing by the panel. These were Shoe ’eg 
Corn and Potato Pancakes, and Shoe eg 
Corn and Lobster Baton Rouge. [he 
latter recipe was also developed ‘vith 
variations for shrimp, crab meat and 
assorted sea foods. 

The test report plus recipes are } ing 
made available to the members of the 
Associated Shoe Peg Corn Canners for 
use as merchandising material for 
brokers and customers. 
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ANNOUNCED FOR 
TUNA WEEK 


Nstional Tuna Week, 1955, is sched- 
uled for the period from November 3 
thro 2h 12, "according to an announce- 
mer by the Tuna Research Foundation. 


A» overall publicity and promotional 
capipaign to alert the consumer to the 
ple: iiful supply of quality tuna, and the 
value represented by current low prices, 
is now being prepared to hit the nation’s 
media just prior to and during the cam- 
paign week. 

Emphasis will be placed on major 
newspapers and national food syndicates 
who will receive photos and recipes to- 
gether with news and feature stories. 
Smaller dailies and weeklies will be serv- 
iced with special material as well as the 
Farm, Labor and Negro press. 

National Tuna Week will be brought 
into the living rooms of America through 
national television and radio network 
shows. Both outlets will be supplied with 
spot announcements and recipes, and the 
television shows will receive scripts and 
photos for visual demonstrations. In ad- 
dition, leading TV and radio personali- 
ties will plug the “week” on their net- 
work shows. 

National magazines and Sunday sup- 
plements are being furnished with 
photos, features and recipes for their 
November issues, and cooperative adver- 
tising with allied industries is being 
developed for both magazines and news- 
papers. Member companies of the Foun- 
dation are planning consumer advertis- 
ing to hit all forms of media in advance 
and during the campaign. 

A colorful all-purpose National Tuna 
Week banner has been developed and is 
available upon request by contacting the 
Tuna Research Foundation, Terminal 
Island, California. 


PALM SPRINGS GROCER 
WINS CONTINENTAL 
MERCHANDISING CONTEST 


Mr. Wayne Fields, assistant manager 
of the Mayfair Market in Palm Springs, 
California, was $1000 First Prize winner 
of the recent Continental Can Company 


contes: on promotion of canned foods in 
summ. 

Mr. elds’ entry was based on a local 
contes’ asking neighborhood housewives 
for th » favorite summertime menus and 
givine -ases of canned foods as prizes. 
The » ning menu each week, judged 
by school home economies 
teach: would be posted in the store 
toget! with a photo of the winning 
house’ The contest would be pro- 
mote; ‘tore with an attractive dis- 
play inned foods cases and single 
cans, sewives are interested in what 
other sewives are doing and it was 
felt th iuch good will and canned food 
Sales « | be created by this promotion. 

The ner winners in Continental’s 
$2500 | prize contest are being noti- 
fied by ail, 


THE CA. ING TRADE 


ALL SET FOR NATIONAL TUNA 
WEEK—Publicity photos such as this, 
are now being released to prepare the 
way for all-out sales of tuna during the 
period from November 3 to 12, desig- 
nated as National Tuna Week. The Tuna 
Research Foundation suggests that retail 
outlet displays such as this one can be 
built around the attractive, three-color 
National Tuna Week posters available 
free of charge from tuna distributors or 
from the Foundation. High profit tie-in 
products such as noodles, spaghetti, rice 
and salad items are naturals, says the 
foundation, for this type of tuna display. 


CANCO TO EXTEND 
‘“MIRACAN’ PROMOTION 


The all-out promotion of MiraCan, 
American Can Company’s scientifically 
designed container for the carbonated 
beverage industry, is being continued the 
rest of the year on a stepped-up basis, 
D. B. Craver, the firm’s vice president in 
charge of sales announced. 

He said the company is greatly en- 
couraged with results of the first phase 
of the program —consumer sampling 
coupled with intensive brand name tie-in 
advertising—which got off to a success- 
ful start June 1, and continued through 
August 12 in selected areas across the 
country. 


“A major factor contributing to the 
success of the program is the wonderful 
enthusiasm and cooperation of individua! 
soft drink canners,” Craver said. “Not 
only have they taken advantage of 
Canco’s tie-in advertising offer—with the 
can company paying a portion of the 
cost of newspaper advertising space con- 
taining the MiraCan trademark — but 
they also have launched their own store 
displays and merchandising programs in 
connection with the coupon sampling. 


“Field reports to date show a gratify- 
ing rate of coupon redemption with evi- 
dence of orders larger than normal,” 
Craver added. 
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HEINZ EXPECTS RECORD 
PICKLE YEAR 


Consumer preference for its new fresh 
pack varieties of pickles and relishes, 
along with a cucumber pickle yield per 
acre that has been running 70 per cent 
higher than national averages should 
give H. J. Heinz Company one of the 
best pickle years in its history according 
to B. D. Graham, vice-president of mar- 
keting, and H. J. Nederman, Heinz 
rroduct manager for pickles. 


Mr. Nederman pointed out that the 
company is marketing six fresh pack 
varieties of Heinz pickles this year—four 
more than in 1954 as a result of grow- 
ing consumer preference for the fresh 
pack product. 


“Our three new relishes—Hot Dog 
Relish, Hamburger Relish and Barbecue 
Relish—are also running far ahead of 
their original market estimates,” he said. 
“They are accounting for a substantial 
share of present cucumber acreage.” 


Pickle acreage under contract this year 
to the Heinz Company is 12 percent 
higher than last year, even though De- 
partment of Agriculture July 1955 fig- 
ures show a 9 percent drop for total 
industry acreage. 

As a part of a long range program 
developed a number of years ago and 
tying in with improved yields on cucum- 
bers grown for Heinz pickle processing 


factories at Holland, Michigan and Mus-’ 


eatine, Iowa, Mr. Nederman said that it 
has been possible to close seventeen mar- 
ginal salting and receiving stations in 
the past two years. This step makes 
possible closer control and inspection of 
the incoming crop from the fields. 


Mr. Nederman added that Heinz cu- 
cumber acreage is being concentrated in 
higher production territories nearer to 
factories. Adoption of more intensive 
farming practices and the introduction 
of disease resistant seed has boosted. the 
average yield to 156 bushels per acre in 
1954 as compared to 77 bushels in 1944. 


R. W. Franz has been appointed sales 
manager for the General Line products 
of the Pacific Metal Division of Conti- 
nental Can Company, it has been an- 
nounced by Sherlock McKewen, Vice 
President of the Division. 


The White Cap Company of Chicago, 
continuing its consumer promotion of the 
“lid flipper” story, exhibited more than 
700 glass-packed food items at the recent 
American Home Economics Association 
Convention in Minneapolis. The _lid- 
flipper was demonstrated to more than 
5,000 women who influence America’s 
eating and buying: habits. The firm’s 
color sound film “Making Time Stand 
Still—A Story of Food Protection” was 
shown in connection with the exhibit. 
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The Canners League of California has 
made arrangements to make a display of 
eanncd fecds at the California State Fair 
so be held in Sacramento early in No- 


vember. The display will feature canned © 


foods designed for use in case of disas- 
ter, especially in the event of atomic 
warfare. It will be the first time the 
organization hes ever made a display of 
the products of members at the Fair. 


Charles Pfizer & Company, Ince., at 
Groton, Connecticut, in a direct response 
to an emergency appeal from the Ameri- 
can Red Cross for flood relief, donated 
$2.00 for every $1.00 contributed by any 
of its 1,170 employees. More than $5,000 
is expected to be raised through this 
program, 


Richard (Dick) Shilling, according to 
a report from the Tri-State Packers 
Association, formerly associated with 
Shilling Brothers Incorporated of Finks- 
burg near Westminster, Maryland, has 
been appointed Maryland Branch Man- 
ager of the newly opened Maryland office 
of Eastern Canners Incorporated, Jenkin- 
town, Pennsylvania. Mr. Shilling’s office 
is located at 146 West Main Street, 
Westminster. 


A new technical sales service has been 
added to the Western Division of Crown 
Cork & Seal Co. Headed by Arthur L. 
Lichtenstein, customer service represent- 
ative, the new activity is designed to 
give customers direct field assistance 
with problems that may be encountered 
in the use of closures for bottles and 
food containers. Western Division serv- 
ices Arizona, New Mexico, Texas, Utah, 
Idaho, Oregon, Washington, California 
and Alaska, 


Max Ams Machine Company, Bridge- 
port, Connecticut, has completed test 
runs on a new high speed Round Can 
Flanger. The unit, now in production, is 
capable of reaching speeds up to 700 
cans per minute when equipped with 8 
stations, the company claims. The 
Flanger can be furnished with 3, 4, 6, or 
8 stations, all of which are adjustable 
for different can heights. Particular 
stress has been laid upon easy accessi- 
bility to all working parts, and to in- 
creasing the life service of the machine. 
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GROUND-BREAKING for new Ameri- 
ean Can Company plant at Arlington, 
Tex., finds C. E. McCloskey, manager of 
the new plant, examining a can, while 
T. J. Vandergriff,-mayor of Arlington 
(left rear), and M. P. Cortilet, vice pres- 
ident of Canco’s Central division, break 
the ground. Production of containers will 
start at Arlington in 1956 to help meet 
the needs of Central Texas’ rapidly ex- 
panding food packing industry. Plant 
will be 2nd for Canco in Texas and the 
61st in U.S. 


The annual meeting of the Hawaiian 
Pineapple Co., Ltd., Honolulu, T. H., was 
held late in August and President Henry 
White advised stockholders that the com- 
pany is still actively seeking greater 
diversification. Efforts have been made 
to acquire mainland plants but without 
tangible results so far. 


Joseph Mittel, for some time merchan- 
dising manager, and Gustav H. Mallman, 
manager of the Los Angeles division of 
S & W Fine Foods, San Francisco, Calif., 
have been elected to the board of direc- 
tors. They take over positions formerly 
held by J. S. Lichtig, general sales man- 
ager, who retired and Arthur Franken 
who passed away recently. Work is being 
rushed on the new plant in Visitacion 
Valley and plans are being made to 
occupy this in January. 


THE CANNING TRADE 


National Kraut Packers Association 
has made it a special point to encourage 
suppliers to attend the business meeting 
of the Association at the Hotel Racine, 
Racine, Wisconsin, on September 16, 
Suppliers, they say and members too, of 
course, are not only welcome but urged 
to attend. Meeting will follow the annual 
social get together on the 15th begin- 
ning with golf at the Meadowbrook 
Country Club, cocktail party beginning 
at 6:30 and the annual Dutch Treat 
Steak Dinner in the Rainbow Room of 
the Hotel at 7:30 p.m. Suppliers have 
arranged for special entertainment and 
prizes on that day. 


Owens-Illinois Glass Company, Toledo, 
Ohio, has announced promotion of two 
sales executives in the Pacific Coast Di- 
vision. Lee Richardson, now Seattle 
Branch Manager, becomes Assistant to 
the General Sales Manager of San Fran- 
cisco. Robert Blowney, now Assistant 
Seattle Branch Manager, moves up to fill 
Mr. Richardson’s position. The changes 
become effective September 1. 


Northrup King & Co., well known seed 
house of Minneapolis, Minnesota, experi- 
enced the largest dollar sales during its 
history during the year ending June 30, 
according to an announcement by 
Maurice Keating, President. Known to 
the canning and freezing industry as 
producers of quality, bulk, garden seeds, 
Northrup King has four other major 
product divisions: Packet Garden Seeds, 
General Farm Seeds, Hybred Corn and 
Lawn Products. At the director’s meet- 
ing held in Minneapolis last week, Mr. 
Keating announced the election and »ro- 
motion of four company executives: 
W. A. King of Minneapolis was elected 
Treasurer; J. E. Ledbetter, White ‘ear 
Lake, Secretary; J. S. Winston of M 
apolis, Assistant Secretary-Treas: irer 
and Charles Emery of Berkeley, ali- 
fornia, Vice President in charge of the 
Pacific Division. Mr. Ledbetter anc Ken 
Christensen were made directors o the 
firm at the same meeting. Other o: icers 
known especially to the canning i» dus- 
try are J. B. Massie who heads the ‘ales 
Department and J. W. Mathys in c! arge 
of Garden Seeds. Mr, Mathys is a so 4 
director as is L. W. “Larry” Corbett who 
is responsible for the production and sales 
of vegetable seeds for the Canning and 
Freezing Industry. 
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ASSOCIATION NEWS 


C.M.S.A. ANNOUNCES 
CONVENTION PLANS 


initial plans for the 49th Annual 
E- hibit of the Canning Machinery & 
Supplies Association to be held in con- 
junction with the National Canners Asso- 
ciation Convention in Atlantic City, 
January 17 to 21, 1956, have been an- 
nounced by E. N. Funkhouser, Associa- 
tion President. 


The theme of the 1956 exhibit will be 
“The Canning Industry’s Greacest Show 
on Earth.” In line with this theme, ex- 
hibitors will show their newest and most 
streamlined canning equipment, while 
firms stressing service will concentrate 
on efficiency. 


As announced several weeks ago, the 
Exhibit this year will extend through 
three days—from Thursday, January 19, 
at 9:30 A.M., to Saturday, January 21, 
at 5:00 P.M. Thursday and Friday clos- 
ing hour will be 5:30 P.M. 


The technical conferences, designed 
particularly for research, engineering, 
and production personnel of canning 
companies, will be repeated by popular 
demand. Joint committees from the Na- 
tional Canners Association and the Can- 
ning Machinery & Supplies Association 
are currently planning a most informa- 
tive program. Details will be announced 
shortly. 


Social functions, as in the past, will 
include the C.M.&S.A. Past Presidents’ 
Dinner on Wednesday, January 18, at 
7:30 P.M. On the same date the Forty- 
Niner Board of Directors Meeting takes 
place at 4:00 P.M., followed by the mem- 
bership meeting, the Annual Service 
Award Ceremony, and the Forty-Niner 
reception. The Old Guard Society Cock- 
tail Party and Buffet Supper is scheduled 
for 6:00 P.M. either at the Claridge or 
Shelburne. The date is not set as yet, 
but will be either January 19th or 20th. 
The Young Guard Party will be held on 
Friday, January 20 at 7:00 P.M. in the 
Traymore Hotel’s American Room. 


Tho Annual C.M.&S.A. party for can- 
ners ond their wives will be held on 
Satu: ay, January 21. This year the 
event vill be a formal dinner dance, a 
chan; of-pace from the Captain’s Din- 
ner | Caribbean Cruise which have 
been atures of recent Atlantic City 
cann: conventions, and will be held in 
the ballroom of Chalfont Haddon 
Hall. 

Ro A. Sindall, Jr., Chairman of 
the | ‘s Day Program, has announced 
that “ashion Show is scheduled for 
Frida. January 20, 1956, Trimble Hall, 
Clari: Hotel, 2:30 P.M. Distribution 


of tic s for all Ladies attending the 
Conv: m will be made at the C.M.S.A. 
Inforr ion Desk in the Exhibit Hall. 


THE NNING TRADE 


EXHIBITS, SEMINARS AND 
HARVEST BALL TO FEATURE 
PICKLE FAIR 


The National Pickle Packers Associa- 
tion will adopt a carnival theme for its 
annual Fall meeting, The Pickle Fair, 
October 19, 20 and 21 in Chicago. 

Program for the fair under the direc- 
tion of Chief Barker and Ringmaster 
Lewis Hirsch, of Louisville, Kentucky, 
and his committee, is rapidly shaping up 
into a three-day extravaganaza of ex- 
hibits, seminars and a Harvest Ball. All 
of these activities will take place in the 
Sheraton Hotel. 

Advance registrations by NPPA mem- 
bers, according to Bill Moore, NPPA 
secretary, assure a record attendance. 
More than 50 per cent of the dollar vol- 
ume of the industry has registered two 
months in advance of the meeting. 


MACHINERY EXHIBIT 


Harry Conley, of Green Bay, Wiscon- 
sin, chairman of the machinery exhibit, 
reports that the “midway” will feature 
the greatest collection of the most mod- 
ern pickle packing and processing ma- 
chinery ever assembled under one roof. 
Machinery manufacturers will man the 
exhibition booths during the three days 
of the show. Exhibition hours will be 
announced at a later date. 

Machinery of every size, shape and 
use including pickle slicers, choppers and 
sorters will be on display. Many of the 
exhibits will show the machinery actu- 
ally in use for on the spot demonstra- 
tions. 


PICKLE 
FAIR OCT. 19-20-27 


It’s not hard to see why the First 
Annual Pickle Fair scheduled for Chi- 
cago’s Sheraton Hotel is enjoying the 
greatest advance registration of any 
pickle meeting in the past. Pretty Donna 
Kime, contestant for the title of Miss 
Pickle Fair—Fairest Pickle of Them All, 
rides the Whip at an amusement park: 
to get in the mood for the county fair 
theme of this pickle extravaganza which 
opens a three-day run on October 19. 
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Idea-packed sales and production and 
administration seminars are also on the 
program with emphasis on complete 
audience participation for the sessions. 

Suppliers of tailor-made pickle ma- 
chinery and equipment in the exhibition 
hall include: Chisholm Ryder Co.; Dud- 
ley Corp.; Urschel Laboratories, Inc.; 
Elgin Manufacturing Co.; A. K. Robins 
& Co., Inc.; Ace Processing Equipment 
Co.; Boutell Manufacturing Co.; Can- 
ning Machinery Co.; Engineer Design 
Co.; W. J. Fitzpatrick Co.; Fulton As- 
phalt Co.; Keller Products, Inc.; A. M. 
Richter Sons Co.; Simplicity Engineer- 
ing Co.; Stephens-Adamson Mfg. Co.; 
Owens-Illinois Glass Co.; The Moto-Truc 
Co.; Morton Salt Co.; Wm. J. Stange 
Co.; Douglas Guardian Warehouse Corp.; 
Standard Metal Products Co.; and White 
Cap. Co. 


SYMPOSIUM—PHYSICS IN 
THE FOOD INDUSTRY 


First international symposium on 
“Physics in the Food Industry,” spon- 
sored jointly by Southwest Research In- 
stitute and the Institute of Food Tech- 
nologists, will be held in San Antonio 
March 15-16 at the Plaza Hotel. 

Purpose of the symposium is to ex- 
plore with key technical people in the 
food industry the contributions physics 
can make in the ways of preserving, 
packaging and processing foods in the 
future. 

Outstanding authorities will present 
for discussion technical papers on appli- 
cations of physics to the food industry. 
These subjects will include Ultrasonics, 
X-Ray and Gamma-Ray Inspection, Elec- 
trostatistics, Dielectric Heating, Radia- 
tion Sterilization, Radiofrequency Spec- 
troscopy. 

Attendance is expected to exceed 100 
technologists and industry representa- 
tives. Activities for the two-day sym- 
rosium include a banquet at the’ Plaza 
Hotel and a tour of Southwest Research 
Institute, winding up with a barbecue 
on the grounds. 

All technical papers and discussions 
will be reproduced in the proceedings of 
the meeting to be published for general 
distribution. 

John O’Meara of Southwest Research 
Institute is program chairman for the 
symposium. Planning committee mem- 
bers include Dr. Lavern E. Clifcorn, 
president, and Col. Charles S. Lawrence, 
executive secretary of the Institute of 
Food Technologists. 


The eighth annual conference of the 
Southern California Section of the Insti- 
tute of Food Technologists will be held 
Friday, October 28 at the Huntington- 
Sheraton Hotel, Pasadena, California, 
according to William Kroehle, Chairman 
of the Publicity Committee. Mr. Kroehle 
promises an all day session. on all phases 
of food preservation including high 
energy radiations, new low-temperature 
techniques, foils, films and aerosols. 
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With the East getting more rain this 
week, adding insult to injury, the Mid- 
west, except for cloudbursts in parts of 
Minnesota, getting no relief from the 
drought, although cooler temperatures, 
and the far West remaining cool and 
crop development generally backward, 
canned foods markets all down the line 
continue to gain strength. This is true 
not only of canned vegetables but of 
canned fruits as well. Canned fish, what 
with the salmon and sardine runs con- 
tinuing disappointing, remains definitely 
on the bullish side also. Reports that 
tuna packers will settle with the fisher- 


men for a lower price have served also © 


to stimulate the canned tuna market. 


Eastern corn and tomato canners gen- 
erally remain off the market and offer- 
ings of better grade cut beans are very 
much on the searce side as they are in 
Wisconsin also, where crops have been 
deteriorating rapidly. A good many Mid- 
west corn canners are off the market 
also. 


A birdseye view of what is going on 
in Wisconsin is contained in the August 
26 Association Bulletin. Corn pack esti- 
mated at about 35 percent below last 
year, green and wax bean pack 40 per- 
cent below, beet yields to that date from 
50 to 75 percent of normal, lima beans 
from 50 to 60 percent of normal. The 
Illinois corn pack is said to be off ap- 
proximately 30 to 40 percent, New York 
off 50 percent; Iowa has about the same 
conditions as Wisconsin. Ohio expects 
about an average corn crop. General out- 
look for tomatoes in Ohio is still good. 
Here’s a Sept. 1 wire from Ohio: 
“Moderate temperature past week has 
helped more normal ripening, tomato 
crop operation well underway, most 
areas reporting quality improved, all 
areas reporting enough rain. Peak ex- 
pected September 2 to 15, general out- 
look still good. Corn pack practically 
over, yield reported generally low, re- 
covery unsatisfactory.” Indiana tomatoes 
are doing much better than the East 
though the picture is still not good. Sun 
and disease have taken their toll. Ac- 
cording to an August 30 report from the 
Indiana Canners Association, many ex- 
pect short runs this year even with in- 


General Markets Strong to Advancing 


creased acreage. The pack, says the 
Association, will be substantially less 
than 1954. Only fair quality indicated 
in 70 percent of the state, fair to good 
in 10 percent and poor in 20 percent. 
Cool weather has delayed the tomato 
crop in California in some instances up 
to 4 weeks. Despite the sharply increased 
acreage the pack is still running well 
behind last year. Yield is expected to be 
14 to 15 tons this year as against 16.9 
tons in 1954. 


There are no estimates available at 
this writing of the damage to vegetable 
crops in the Tri States. One unofficial 
but reliable report reached this office 
during the week—an official of one of 
the 4 major can plants serving this area 
estimates the crop damage cost that 
plant 15,000,000 cans. The plant began 
laying off in the can shop this week, a 
full month ahead of normal schedule. 
Fifteen million cans adds up to about 
625,000 cases. If other plants experi- 
enced similar loss, total would amount 
to a sizable figure. The lower “shore” 
is reported finished on tomatoes. Others 
are operating only part time when and 
as best they can. Tomatoes were re- 
ported bringing .90¢ a basket this week 
as again .55 and .60 at the beginning of 
the season. The difference adds up to 
about 23 or 24 cents a dozen. Add that 
to $1.10 and the answer comes out pretty 
close to $1.35. Most sellers are off the 
market. We had one report of a lot of 
good extra standards 10 tomatoes sold 
at $8.50. 

Corn canners, also mostly withdrawn, 
are reported thinking in terms of $1.60 
for fancy whole kernel golden 303’s, 
$1.65 and as high as $1.70 for shoe peg. 
Last week this column reported one of 
the National Advertisers opening at 
$1.52% for 303’s whole kernel and cream 
style golden corn, $1.50 for 12 oz. vac., 
$1.47% for white cream style country 
gentlemen and $1.75 for whole kernel 
cogent. These figures on an f.o.b. basis 
were somewhat below the schedules of 
other National Advertisers. Eight days 
later on August 25 that canner advanced 
10¢ a dozen on 303’s to $1.62% for 
golden cream style and whole kernel, 
$1.60 for 12 oz. vac., $1.57% for cream 
style cogent and $1.80 for whole kernel 
cogent f.o.b. factory. 


THE CANNING TRADE 


ASPARAGUS PACK—The Nationnl 
Canners Association has reported the 
1955 asparagus pack at 7,069,318 cases 
composed of 4,901,814 cases of green and 
2,167,504 cases of white. This compares 
with a total of 5,611,870 cases in 1954 
made up of 4.3 million cases of green 
and 1.4 million cases of white. Largest 
increase was in the pack of white aspara- 
gus, all of which is packed in California, 
from 1.4 million cases in 1954 to 2.2 
million cases this year. Of the total 1955 
green pack, New Jersey packed 730,422 
eases, Illinois 529,055, Michigan 675,709, 
Washington and Oregon 524,876, Cali- 
fornia 1,977,131 and other states 454,617 
cases. Majority of the pack was in the 
300 size can totaling 3,602,486 cases. 
Pienic size was next with 1.4 million 
eases followed by No. 2’s 874,896 cases, 
8 oz. 392,658 cases, 10’s 364,961 cases 
with the balance in miscellaneous sizes. 


NEW YORK MARKET 


General Strengthening Of Values In Making 
—Outlook For Sustained Replacement Call 
— Manufacturers Aiding Flood-Damaged 
Wholesalers — Tomatoes Nominal With 
Higher Prices Certain When Canners Re- 
enter Market — Strong Undertone In Corn 
Market—Reaction Spreads To Peas—Buyers 
Eye Northwest Bean Prospects—Additiona!l 
Strength In Salmon—Sardines Firm As Fish- 
ing Continues Poor—Tuna Demand Picks 
Up—West Coast Fruits Steady—Continued 
Strength In Citrus. 


By “New York Stater” 


New York N. Y., Sept. 1, 1955 


THE SITUATION—Reports from ma 
jor canning areas indicate that the com- 
bined impact of hurricanes and floods i: 
the East, and protracted dry spells i) 
parts of the Midwest, is playing havo: 
with late canned vegetable packs, and : 
general strengthening in values is in thi 
making. Corn prices have already bee! 
hiked in the midwest, and higher tomat: 
prices on the limited eastern pack ar 
in the making. The undertone is like 
wise stiffening in other vegetables, an. 
a strong salmon market is developin: 
on smaller pack totals in Alaska. All i 
all, it looks like a season where the ear! 
buyer catches the worm, and the ske) 
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MARKET NEWS 


tes, remaining on the sidelines, pay 
}igher prices. 


THE OUTLOOK—A sustained replace- 
‘ient eall for the general canned foods 
‘ne is in prospect, as distributors adhere 
‘o drastically curtailed working inven- 
‘ories. Higher interest rates and a rea- 
onably well stabilized market situation 
in which speculative inventory accumu- 
lations have no place, point to a selec- 
iive, prompt shipment buying program 
for the near term. 


DISTRIBUTORS AIDED—Many east- 
crn food wholesalers, who suffered severe 
camage from the recent floods in the 
six-state eastern area, are getting 
prompt relief from their suppliers in the 
form of replacement of lost or damaged 
merchandise. The rapidity with which 
the manufacturers have moved in is 
greatly facilitating the resumption of 
normal distributing operations in many 
areas. 


TOMATOES—With most eastern can- 
ners still withdrawn, the market was a 
nominal affair during the week. Reports 
reaching buyers here from the tri-states 
indicate that canners look for a minimum 
market of $1 on standard 1s, $1.35 on 
303s, and $8 for 10s when they are again 
in position to offer. A major packer 
during the week named tentative open- 


THE “SCOTT VINER COMPANY 


“Columbus 8, Ohio 


Originators of Hydraulic Elevating 


Equipment 


landles any food commodity that can be elevated and 
mveyed in water—hot, cold or refrigerated. Specially 
esigned non-airlocking pump — large capacity — will 
xt damage product. Available in 3” to 6" pump sizes: 
1oice of Weinman or Fairbanks-Morse bladeless pump, 


itiable speed drive. 


Yrite for complete information Today! 


T! CANNING TRADE 


VINERS 

VINER FEEDERS 

® WASHERS 

“@ BEET CUTTERS 

PICKLE CUTTERS 

? @ TUBULAR BLANCHERS 

SEPARATING UNITS 

@ SUPPLY TANKS 

© FLUME EQUIPMENT 

® HYDRAULIC ELEVATORS 
® RED BEET COMBINES 

CARROT COMBINES 

WASHER ELEVATORS 

DISTRIBUTING SYSTEMS 


TT HE-50 HYDRAULIC ELEVATOR 


ing prices on new pack catsup at $4.20 
per case of 24/14s, f.o.b. New Jersey 
packing plant. This compared with a 
price of $3.60 per case last year at this 
time. Elsewhere on the tomato products 
front, California tomato paste, 6 0z., was 
being offered at $6.50, which is somewhat 
over last year’s price. Leading Cali- 
fornia canners are expected to come 
throughout with opening prices on toma- 
toes any day now, with indications that 
the West Coast pack will figure more 
prominently in eastern distributors’ oper- 
ations this season due to the indicated 
tight supply position on eastern packs. 


CORN—Eastern canners are remain- 
ing out of the market on new pack corn 
offerings, pending a more complete eval- 
uation of probable costs and production 
totals. The market tone is strong, how- 
ever, reflecting the advance of about 10 
cents per dozen named on leading brands 
packed in the Midwest. Buyers are defi- 
nitely interested in making additional 
commitments on fancy corn, according 
to trade reports, so a fairly brisk mar- 
ket is in prospect when more canners 
resume offerings. 


PEAS—Stimulated by strengthening 
markets for tomatoes and corn, as well 
as a sustained distributor call for top 
grade peas, the market is looking up, 


with many canners reportedly upping 
their quotations by about 5 cents per 
dozen in figuring new business. 


BEANS—With the new pack bean 
situation strong in the East and Mid- 
west, and production below expectations, 
buyers are awaiting the outturn of the 
Blue Lake pack in the Northwest. Re- 
ports to the trade here during the week 
indicate that the pack looks pretty good 
thus far. 7 


SALMON—The market is taking on 
additional strength, as reports on pack 
progress from Alaska continue discour- 
aging. Puget Sound sockeye salmon 
moved up during the week, with canners 
now quoting $21 per case for hand- 
packed halves and $20 for machine pack, 
f.o.b. Alaska red talls continue strong 
at $32 to $33 per case, and buyers are 
meeting with no success in efforts to 
locate offerings of pink talls below the 
$22 per case level, with some canners 
firm at $23. 


SARDINES — Pack progress reports 
from Maine indicate no pickup of any 
consequence in production and supplies 
are considerably under those of a year 
ago. Canners continue to hold quarter 
keyless oils firm on the basis of $7.50 
per case, f.o.b. cannery. 
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TUNA—Strength in the salmon situa- 
tion is making for greater interest in 
tuna, and some pick-up in demand was 
reported during the week. No price 
changes are reported. 


WEST COAST FRUITS—California 
reports note a steady market on peaches, 
with the market stabilization affected by 
recent fairly substantial buying by top 
brand packers from the “independents” 
still holding. There has been a heavy 
movement of standard clings, and can- 
ners are not inclined to book additional 
business on this grade without the in- 
clusion of choice. . . . The market for 
fruit cocktail is still a little unsettled, 
although $3.55 represents “bottom” on 
fancy 2\%s in most instances. ... Fair 
buying is reported on Bartlett pears, 
with 2\%s generally holding at minimums 
of $3.75 for fancy, $3.35-$3.40 for choice, 
and $3.10-$3.15 for standards, all f.o.b. 
canneries. 


CITRUS—Florida reports note con- 
tinued strength in the citrus situation, 
with offerings in juice confined largely 
to grapefruit juice. Trade reports note 
a continued good movement into con- 
sumption and canners will go into the 
new pack season in a strong statistical 
position on all single-strength juices, as 
well as on segments and citrus salad. 


CHICAGO MARKET 


Many Vegetable Canners Withdrawn, In- 
cluding Corn, Kraut, Tomato Products And 
Better Grades Of Beans—Tomatoes On The 
Rise—Pea Undertone Strong—Fruits Quiet 
But Sales Good—Strong Demand For Salmon. 


By “Midwest” 


Chicago, Ill., Sept. 1, 1955 


THE SITUATION—Trading moved at 
a much faster rate this week as buyers 
have begun to awaken to the facts about 
many of the important vegetable items. 
Corn, kraut and tomatoes led the way 
this week closely followed by green and 
wax beans. Hot weather and a lack of 
moisture have cut into current crops to 
a serious extent and the results are now 
quite apparent. Heavy buying and antici- 
pated smaller packs have caused most 
canners in this area to withdraw from 
the market on corn, kraut and beans 
until they can determine just where they 
are. Packers of tomato catsup, an item 
which cleaned up completely before the 
pack began, report very heavy sales and 
many of these canners have also pulled 
off the market. Forward looking buyers 
have not hestitated to cover in volume 
on standard 303 tomatoes at $1.25 from 
local sources and have just about cleaned 
up all available supplies offered on this 
basis. The tomato crop still is question- 
able at this writing but the adverse re- 
ports are beginning to trickle in and 
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those that are supposed to know are of 
the opinion this crop has been hurt more 
than recognized at the moment. Cab- 
bage, both here and in New York, has 
been badly hit with raw stock prices 
zooming and most of the industry off the 
market on the finished product. Bean 
canners too are having the difficulties 
they anticipated and have either pushed 
prices much higher or are off the market 
entirely. Canned salmon also came in 
for considerable attention the past couple 
of weeks as the trade rushed to cover in 
the face of poor pack reports and higher 
prices. It’s beginning to look like one 
of those years when the canning industry 
will determine at what prices their 


‘products will be sold. 


CORN—It is very difficult to deter- 
mine a market this week as probably 
ninety percent of the corn canners here 
have withdrawn from the market until 
further notice. Fancy corn has_ been 
sold here by a few canners to regular 
customers only and in limited quantities 
only on the basis of $1.35 for 303s and 
$8.25 for tens which is only a stop gap 
arrangement until new pack prices are 
named. One Illinois canner opened prices 
on the new pack at $1.42% for fancy 
golden cream style in 303 tins with tens 
at $9.25 and extra standard at $1.27% 
and $8.50. However, only a handful of 
canners have quoted and where the mar- 
ket will eventually settle is anyone’s 
guess at the moment. Those buyers with 
any foresight have been buying heavily 
the past few weeks. 

KRAUT—This situation is shaping up 
as a tough one due to the heavy losses 
sustained by growers in Wisconsin and 
New York. Canners here have been cut- 
ting cabbage for only a short time and 
decided quickly things were a lot dif- 
ferent than they have been and they 
had better get off the market in the face 
of heavy demands. Many of them are 
still withdrawn while others have re- 
entered the market on the basis of $4.95 
for fancy tens, $1.45 for 2%s, $1.05 for 
2s and $1.05 for 303s. Also, while these 
prices are much higher it appears they 
may even go higher. 

TOMATOES—With Eastern offerings 
on standard tomatoes up to $1.20, Chi- 
cago buyers are buying local 303s at 
$1.25 and buying in real volume. Now, 
however, most processors are holding at 
a bottom of $1.30 with some of them up 
to $1.35. Extra standard tens have moved 
very well at $8.00 but are now generally 
held at $8.25 while a few standard tens 
were sold at $7.50 but are difficult to 
find at this price. Local canners haven’t 
really gotten under way in any volume 
so it is still difficult to know just what 
kind of a pack will develop and there 
are worries about later tomatoes. At the 
moment, conditions indicate current 
prices will be the low spot although the 
weather from now on will have a great 
effect. 


TOMATO PRODUCTS—Tomato cat- 
sup has been selling on the heavy side 
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ever since new goods made an appear- 
ance although many canners are now off 
the market. Early sales were made on 
the basis of $1.50 for 14 oz. extra stand- 
ard and $9.00 for tens while fancy grade 
sold at $1.65 and $10.00 but these prices 
are now a thing of the past and any 
further buying will be done at higher 
levels. Tomato juice has not met with 
the same response and sales have been 
on the light side at $2.30 to $2.35 for 
46 oz. and $1.15 to $1.20 for 2s. 


BEANS—Better grades of green and 
wax beans are very strong and many 
canners are not even quoting at the 
moment. Adverse weather conditions 
have had their effect and the pack will 
be down with prices on the upgrade. 
Buying has been heavy so far as the 
trade anticipated higher prices and this 
is always a real stimulant to trading 
activity. Southern canners, however, are 
still willing sellers and standard cuts 
can be purchased at bargain rates. Chi- 
cago distributors have not been unwill- 
ing and sales have been excellent. 


PEAS—New pack peas are moving at 
a steady rate into Chicago from Wiscon- 
sin at prices which are firm. Now that 
the pack has been completed, some can- 
ners have announced pro-rated deliveries 
due to losses suffered because of hot 
weather during the latter part of the 
packing season. While prices are not 
expected to show any sharp increases 
similar to those on corn, it does seem 
certain that current prices will be the 
bottom and should remain strong during 
the balance of the season. 


WEST COAST FRUITS—With all the 
shooting going on in respect to many 
canned vegetables, canned fruits have 
more or less taken a back seat the past 
few weeks. Nevertheless, sales have been 
good and most of the industry appear 
satisfied with results to date. Cling 
peaches are moving at what could be 
considered a normal rate although solid 
pack pie peaches have turned up quite 
short. Cocktail and pear sales are very 
good with shipments of cocktail coming 
into Chicago at a heavy rate and pears 
will do the same or even better as soon 
as ready. Unsold stocks of pears in dis- 
tributor’s hands are at a minimum now 
and buyers are pressing for early de- 
liveries as soon a§ possible. 


SALMON — Distributors here hav 
been willing buyers the past few week 
but haven’t been able to purchase th« 
quantities they had in mind. Tall red: 
are in heavy demand but supplies ar 
entirely inadequate at present and re 
ports from packing centers are far fron 
encouraging. Sales were made recent) 
at $31.00 but the market is now stron: 
at $32.00 when goods can be found. Th« 
trade ran for cover on tall pinks a' 
$21.00 and for good reason as this pric: 
is now up to $22.00. The entire pac 
will be down and until final figures ar. 
known it is expected the market wi! 
continue in its present unsettled state. 
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CALIFORNIA MARKET 


deavy Demand With Most Prices Above 
Openings — Tight Spots In Asparagus — 
Tomato Pack Still Behind Last Year — 
Elbertas Moving Well—Apple Canning De- 
spite Strike — Olive Demand Holding — 
Smaller Prune Crop Expected—Tuna Fish 
Price May Be Reduced—No Sardine Land- 
ings Yet—Salmon Pack Continues To Lag. 


By “Berkeley” 


Berkeley, Calif., Sept. 1, 1955 


THE SITUATION—A rather heavy 
demand continues for almost every item 
in the California canned pack, with al- 
most all prices above opening lists. Ship- 
ping is also at a high level, indicating 
that stocks in the hands of distributors 
have been allowed to get on the low 
side. Most fruit crops are larger than a 
year ago, with emphasis on applies, apri- 
cots, cherries, cling peaches, plums and 
grapes. Smaller crops are noted in 
Bartlett and other varieties of pears. 
Weather has been running to the cool 
side and canning operations are about 
two weeks off regular schedule in most 
districts. The pack of tomatoes and 
tomato products is still lagging behind 
last year’s record, despite the substan- 
tial increase in acreage. Holdover stocks 
of tomatoes have been largely cleaned 


up and a considerable part of the new 
pack has been sold. 


ASPARAGUS—A steady movement of 
asparagus to distributors is under way, 
without the letdown expected by some 
in the trade. Many items in the list are 
under contract so that certain of these, 
especially in green tipped and white, are 
difficult to locate. Some packers of ad- 
vertised brands have been buying quite 
freely from smaller canners to bring 
their holdings up to desired levels. In 
some cases export orders have gone un- 
filled because of the tight domestic situ- 
ation. 


TOMATOES — Several canners have 
been warning the trade of late that 
changes in canned tomato prices in the 
upward direction may be expected 
shortly. The California crop is coming 
on later than in recent years and the 
pack to date is below that of last year, 
despite the increased acreage. Bookings 
to date have been heavy. 


PEACHES—When opening prices on 
1955 pack Elberta peaches were named 
a few weeks ago some members of the 
trade expressed the opinion that they 
were too high. The movement, however, 
has been excellent and the general im- 
pression now seems to be that there will 
be no difficulty in moving the pack, and 
the holdover from last season. Sales 
have been made during the week on this 
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basis: No. 303 fancy, halves or sliced, 
$2.20; No. 2% fancy, halves or sliced, 
$3.42144; No. 10 fancy, halves or sliced, 
$11.50; No. 2% choice, $2.95; No. 10 
choice, $11.00, and No. 2% irregular, 
$2.70. 


APPLES—The canning of apples is 
going ahead on close to a normal basis, 
despite the strike against canners in the 
Sebastopol area. Canners are able to 
make rail shipments, but little processed 


fruit is moving by truck. Sales continue. 


to be made on this basis: 8-oz fancy, 95 
cents; No. 303 fancy, $1.45; No. 303 
choice $1.35; No. 10 fancy, $8.75, and 
No. 10 choice, $8.25. 


OLIVES—The demand for olives is 
keeping up well, with some items get- 
ting in quite short supply. A State crop 
report places the probable yield at 44 
percent of a full crop, against 61 percent 
of a full crop in 1954 and 41 percent in 
1953. There seems to be indications that 
the fruit may run to larger sizes than 
average. Most price lists remain the 
same as in recent months, but here and 
there an item is advanced. 


PRUNES—tThe California prune crop, 
in which several canners are directly 
interested, promises to be somewhat 
smaller than that of last year. For the 
first time in years there will be no sur- 
plus of this item and the entire crop has 
been declared “free tonnage”, with the 
price expected to exceed parity. The 
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U. S. Secretary of Agriculture has ruled 
all the 1955 crop to be “free”, express- 
ing the opinion that growers will prob- 
ably move the crop at prices that will 
exceed parity. Last year 12 percent of 
the crop was set aside as surplus and 
disposed of in noncompetitive channels. 


TUNA —A revision of canned tuna 
prices may be in the offing as the result 
of an agreement being worked out be- 
tween fishermen and canners on the price 
of fish landed at the canneries. Indica- 
tions point to a new price of $310 a ton 
for albacore, $270 for yellowfin and $230 
for skipjack. This represents a drop of 
about $40 a ton from prices that have 
been prevailing. 


SARDINES—The 1955-56 sardine fish- 
ing season in the San Francisco and 
Monterey districts of California was 
officially opened by State regulations on 
August 1st, but there have been no land- 
ings as yet. Last year, fishing operations 
were delayed for a time until an ex- 
vessel price agreement of $55.00 a ton 
was reached. It is expected that this 
year the price will be reduced to $47.50 
a ton, because of competitive conditions. 


SALMON—Alaska salmon pack figures 
for 1955 continue to creep upward, but 
cannot be much larger as many districts 
are now closed. On August 20 the pack 
amounted to 2,190,399 cases, against 
2,882,083 cases a year earlier. Most sales 
of Alaska reds seem to be at $32.00 to 
$33.00 a case for No. 1 tall, with pinks 
moving at $22.00 to $23.00. 


FANCY TOMATO JUICE 
REQUIRES “FANCY” TOMATOES 


At least seventy percent of the toma- 
toes in a load delivered to a tomato juice 
factory must grade U. S. No. 1, or fully 
red-ripe, to insure a fancy juice, using 
present standards for grading both raw 
tomatoes and tomato juice. 

This figure was established in studies 
made by Cornell food scientists at the 
Experiment Station at Geneva. 

“There is a good correlation between 
present grades for raw tomatoes and the 
finished products made from them,” says 
Doctor David B. Hand, head of the Sta- 
tion’s Food Science Department. He con- 
cludes from the Station studies that 
there is no justification for modifying 
color requirements of individual 
grades as now established. 

Tomatoes that fail to meet U. S. No. 1 
grade because of cracks or mold are a 
serious problem since they reduce yield 
and increase factory costs, explains Doc- 
tor Hand. In order to offset differences 
in value, farmers usually receive a pre- 
mium price for U. S. No. 1 tomatoes. 

The studies were carried on four years 
in cooperation with the Production and 
Marketing Administration of the U. S. 
Department of Agriculture. The results 
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are available in a bulletin published by 
the Station. 

The same inspectors graded both the 
raw tomatoes and the juice made from 
them throughout the four years. The 
accuracy of their scorings was checked 
with photo-electric instruments which 
confirmed the consistency of their visual 
judgment. 

A pilot plant at the Station enabled 
the food scientists to process small lots 
of tomatoes daily under controlled con- 
ditions. Each load delivered to the pilot 
plant was graded according to accepted 
standards for raw tomatoes. Samples of 
segregated grades and blends of grades 
which resembled loads of tomatoes de- 


‘livered by growers to tomato juice plants 


were processed into juice in the pilot 
plant. The juice was then placed in stor- 
age for grading three times during the 
year. 


NEW LEMONADE POWDER 
DEVELOPED 


Lemonade powder rich in_ natural 
flavor is a new development of the U. S. 
Department of Agriculture designed to 
help make the dog-days of summer more 
tolerable. It’s the latest of several easy- 
to-use fruit powders produced at USDA’s 
Western Regional Research Laboratory 
in Albany, Calif, 


One of these powders—from orange 
juice—is already in commercial produc- 
tion. So far, however, it is packaged 
only for institutions, food manufacturers, 
and other large-scale users; not for 
direct family consumption. Food pro- 
cessors are also interested in the labora- 
tory’s tomato-juice powder. Neither this 
product nor the lemonade powder are yet 
being manufactured. 

Like the orange-juice and tomato-juice 
powders, the lemonade powder is easy to 
ship and store and requires no refrigera- 
tion. It dissolves instantly in cold water 
to make a beverage equal in flavor and 
nutritive value, say the researchers, to 
lemonade prepared from freshly squeezed 
juice. 

Scientists of the Department’s Agri- 
cultural Research Service laboratory at 
Albany prepare this new fruit powder 
from lemon juice and sugar, adding only 
a trace of lemon oil stabilized in a solu- 
ble carrier. Essentially, the powder com- 
ponents are the same as those present in 
lemonade made from fresh lemons—only 
the water is missing. An _ in-package 
dessicant (a small envelope containing 
a moisture-absorbing agent) is used in 
the packaged product to reduce the mois- 
ture content of the powder to around 1 
percent or less, thus helping to preserve 
its quality in extended storage. 

The powder is produced by a _puff- 
drying process worked out at the Albany 
laboratory. It involves drying a concen- 
trate of fresh lemon juice under vacuum 
and moderate heat, followed by rapid 
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cooling, so that a porous, puffy crystal 
structure is formed. The puff-dried ma- 
terial is then broken up, ground, and 
packaged. This same technique is now 
being used commercially to manufacture 
the orange-juice powder. 


GORDON KELLOGG PASSES 
EX-CANCO EXECUTIVE 


Gordon Hill Kellogg, 71, former vice 
president of American Can Company’s 
Central division, died August 21 at his 
Chapel Hill, N. C., home. He is survived 
by his wife, Alice S. and two sons, Brad- 
ley and Gordon, Jr. Funeral services 
were held in Chapel Hill and his native 
Fairport, N. Y., with burial in Mt. 
Pleasant Cemetery, Fairport. 

Mr. Kellogg retired April 25, 1950 
after serving as vice president of Canco’s 
Central division in Chicago for 10 years. 
He started his career with the can com- 
pany in 1909 as manager of its Fairport 
plant. In 1912 he was named sales man- 
ager of the New York state district at 
Rochester. 

He was promoted to the position of 
assistant general manager in 1926 in 
New York and six years later became 
general manager. He was named vice 
president in charge of packers’ can sales 
in 1936 before being promoted to the 
Central division position in 1940, 


The Teasdale Packing Co., Mountain 
View, Calif., specializing in canned 
beans, has appointed the Long Adver- 
tising Company, San Francisco, Calif., 
as its advertising representative. 


International Salt Company has signed 
a long term lease with the Duluth Dock 
& Transport Company for salt storage 
facilities to supply bulk and bag salt by 
rail and truck to all parts of Minnesota, 
Northern Wisconsin, Northern Peninsula 
of Michigan, and parts of North and 
South Dakota and Canada. That part of 
the huge warehouse, which is Duluth’s 
largest and most completely equipped, 
which is to be used for salt storage, is 
now being renovated. Storage will be 
available for 40,000 to 50,000 tons. 


The development of a new anodized 
inside-enameled can to combat corrosion 
and protect the color of canned hams 
cured by phosphates has been announced 
by American Can Company. An alumi- 
num cleat welded to the inside of the 
bottom end of the can acts as an elec- 
trode and absorbs the corrosive ill effects 
of the phosphate materials through 
“sacrificial” action. The new technique 
permits the use of phosphates in the cur- 
ing process which in turn offers advan- 
tages to the packer and consumer. The 
phosphate cure improves the quality, 
color and yield of the ham. 
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Spot prices per dozen F.O.R 
cannery unless otheriise 
specified.) 


ASPARAGUS 
Calif., Fey. All Gr. No. 2 
Colossal 5.00 
Mammoth 4.90 
4.85 
Gr. & Wh., Tips, Colossal............ 4.35 
Ungraded 3.65 
No. 10 Cut Spears............ 16.00-16.50 
Pic., all Gr., Mam.-Lge.............000 3.30 


Gr. Tips & Wh 
N. J., Fey. All Gr. No. 300 

Mammoth Spears. 4.10 

Large Spears 3.95-4.00 
Mid-W., Fey All Gr. Cuts & Tips 


No. 8 oz 1.65 
No. 1 Pie 1.77% 
No. 300 2.30 
No. 10 16.00 
BEANS, StrincLess, 
MARYLAND 
1.35-1.60 
No. 10 8.00-8.25 
Fey., 3 sv., Cut, No. 308..............1.60 
No. 10 
Ex. Std., Cut Gr., 8 o2z....... -90-.92% 
1.10-1.25 
No. 21% 2.00 
No. 10 7.00-7.25 
Std., Cut, Gr., No. 308........1.05-1.10 
No. 2% ..... 1.70-1.75 
No. 10 §.50-6.25 


New York & Pa. 
Wh., Fey., 2 sv., No. 303....2.50-2.75 


3 sv. 2.35 
Cut, Fey., 3 sv., No. 308....1.50-1.55 
No. 10 8.25 
Fey., 4 sv., cut, No. 303......1.40-1.45 
No. 10 7.75 
Ex. Std., Cut, No. 308.........: 1,25-1.30 
No. 10 6.50-7.00 
Fey., 3 sv., cut, wax, 
1.70-1.75 
No. 10 8.75 
Std., No. 303 1.35 
WISCONSIN 
Gr. Wh., Fey., 2 sv., No. 303......2.35 
BD. 13.50-13.75 


No. 10 7.75-8.00 
Ex. Std., 4 sv., No. 1.30 
No. 10 7.50 
Ex. Std., 5 sv., No. 308........1.16-1.25 
No. 10 5.75-6.00 
Cab, Nei SOB 1,10-1,15 


5.00-5.75 
651.70 
9 2529.60 

-1.50-1,.55 


x. Std., 4 sv 8001.40 
5 sv. 1.25-1.30 
'.W. & Cal. Blue Lakes 
Vh., Fey., 2 sv., No. 303....2.25-2.40 
No. 10 13.00 
No. 10 12.50 
ertical, Fey., 3 sv., No. 303......2.45 
t, Fey., 3 sv., No. 308.....cs0ccce0 1.90 
No. 10 10.50 
No. 10 9.35 
No. 10 8.35 
No. 10 7.35-8.15 


‘ carks, Std. Cut, Gr. 303’s..1.00-1.05 
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Ix. Std., No, 303 1.10 
Texas, Std., Cut, No. 308............ 1.05 
No. 10 5.50 
LIMA 
Minwest 
Fey. Tiny Gr., No. 303........ 2.00-2.30 
Sm. Gr., No. 303 2.00 
No. 10 11.50 
Fey. Gr. & Wh., No. 3038.......:0.:000 1.60 
No. 10 .. 9.50 
Trl-STATES 
Fey., Tiny Gr., No. 303......2.40-2.45 
Small 1.95 
Medium 1.75 
Ex. Std. Gr. & Wh., No. 303......1.35 
St. Gr. & No. 1.10 
No. 10 7.50 
BEETS 
Md., Fey. cut, Diced 303s....1.00-1.05 
Fey., Sliced No. 3038...........+ 1.15-1.20 
WISCONSIN 
1.15-1.20 
No. 10 6.00 
1.00 
No. 10 4.75-5.00 
No. 10 5.00 
N. Y. Fey., Cut & Diced 
Sliced 303s 1.25 
CARROTS 
Wis., Fancy, Diced. 
No. 303 1.00 
No. 10 5.00 
Md., Fey., Diced, No. 303............ 1.10 
No. 10 5.50-5.75 
CORN— 
Withdrawn 
Withdrawn 
PEAS (New Pack) 
Maryland Alaskas 
Fey., 2 sv., No. 
No. 10 ..11.50-12.00 
Fey., 3 sv., No. 
No. 10 9.00-9.50 
Ex. Std., 2 sv., No. 308........ 1.55-1.60 
No. 10 8.00 
No. 10 7.50 
No. 10 7.00 
No. 10 7.00 
No. 10 6.50-6.75 
Ungraded, No. 303 1.20 
No. 10 6.65 
Maryland Sweets 
Fey., NO. SOG 1.50-1.55 
No. 10 8.50-9.00 
Ex. Std., Ung., No. 303........ 1.30-1.35 
7.50 
Std., Ung., No. 1.20-1,.25 
No. 10 7.00 
Midwest Alaskas 
3 INO 2.50 
No. 10 13.50 
No, 10 12.25 
9.00-9.25 
Ex. Std., 3 sv 1.40-1.45 
1.30-1.35 
7.25 
1.20-1.25 
...6.50-6.75 


Midwest Sweets 


No. 10 8.25 
No. 10 7.75 
Ungraded, No. 55 
No. 10 8.25 
Ex. Std., 4 sv. & Ung., No. 303..1.35 
No. 10 7.50 
5 sv., No. 303 1.30 
PUMPKIN 
Midwest, Fey., No. 303..(nom.) 1.00 
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CANNED FOOD PRICES 


SAUERKRAUT 
Midwest & N. withdrawn 
StINACH 
.80 
No. 303 1.20-1.25 
1.80-1.85 
No. 10 6.00-6.25 
Ozark, Fey., No. 
5.25-5.50 
1.55-1.80 
4.60-5.50 
TOMATOES 
Tri-STates Withdrawn 
INDIANA, Ex. Std., No. 1............ 1.15 
1.40-1.50 
No. 10 8.00-8.25 
No. 10 7.50 
Calif., Fey., S.P., No. 303..1.60-1.70 
No. 2 2.00 
No. 2% 2.45-2.50 
No. 10 9.25-9.50 
Ex. Std., No. 303 1.40 
Std., No. 308... 1.221% -1.30 


No. 2% 7521.85 


--6.50-7.00 
No. 303 1.15 


TOMATO CATSUP 


Calif., Fey., 14 
No. 10 
No. 10 11.00 
TOMATO PASTE (Per Case! 
No. 10 (per doz.) .......... 11.00-15.50 
TOMATO PUREF 
Calif., Fey., 1.06, No. 303......1.42%4 
No. 2% 2.20 
No. 10 7.00 
No. 10 6.50 
Md., Fey., 1.045 No. 1........ -90-.95 


FRUITS 
APPLE SAUCE 
No. 10 6.85 
Calif. (gravensteins) 
No. 10 08.75 


APRICOTS (New Pack) 
Halves, Fey., No. 2% 3.45-3.50 
Choice, No. 2% 2.80 


Fey., “Wh. Peeled, No. 2%.......... 3.50 

Unpeeled 2.271; 
CHERRIES (New Pack) 

R.S.P., Water, No. 303........ 1.80-1.85 
No. 2 2.10 
10.00-10.25 

Calif., R.A., Fey., No. 2%é.......... 4.20 

Choice, 8 oz 1.50 
No. 303 2.60 
No. 2% 4.00 
14.25-15.00 

Std., No. 2% 4.00 

Northwest, 1.40 
No. 303 2.42% 
No. 2% 3.95 
No. 10 13.90 

COCKTAIL 

Fey., No. 308...... 2.25-2.30 
3.55-3.6214 
.-13.00-13.25 


3.42Y-3.50 


12.50-12.75 
Calif., Cling, Fey., No. 303..2.00-2.05 
No. 2% 3.10-3.20 
11.00 
Choice, No. 303 -1.8744-1.99 
Ney 2.8214-2.90 
10.25-10.50 
Std., No. 303... «1.77 42-1.80 
2.6214-2.67% 
No. 10 9.40-9.60 
Elberta, Fey., 3.42% 
No. 10 11.50 
Choice 2.95 
PEARS 
Calif. & N.W., Fey., No. 303....2.35 
No. 3.85 
No. 10 13.50 
Choice, No. 2.20-2.25 
No. 2% 3.40 
No. 10 12.50 
Std., No. 303 2.00 
No. 2% 3.15 
No. 10 11.50 
PINEAPPLE 
Hawaiian, Fey., Sl., No. 2.......... 2.95 
No. 2% 3.45 
No. 10 13.10 
Crushed, No. 2 2.40 
No. 2% 2.95 
No. 10 9.60 
No. 2% 2.85 
No. 10 12.00 
Std., Half Slices, No. 2............... 2.25 
No. 2% 2.70 
10.60-10.80 


PRUNE PLUMS 
N.W., Fancy, No. 


No. 10 7.75 
No. 2% 
No. 10 7.75 
JUICES 
BLENDED 
Withdrawn 
Withdrawn 
No. 10 4.30 
GRAPEFRUIT 
Fla., No. 2 8714 
46 oz. 1.85-1.90 
No. 10 3.85 
ORANGE 
Withdrawn 
46 oz. Withdrawn 
No. 10 5.50 
INEAPPLE 
Hawaiian, Fey., No. 1.00 
46 oz. 2.12% 
No. 10 4.40 
rOMATO 
46 oz. 2.30-2.50 
N.Y. & Pas Vey. Nei 1.20 
46 oz. 2.50-2.60 
46 oz. 2.35-2.40 
No. 10 4.50 
Fits Na 1.10-1.15 
46 oz. 2.35-2.55 
No. 10 . 4.60-4.80 
FISH 
SALMON—PEk CASE 
Alaska, Red, No. 1T......... 32.00-33.00 
.18.50-19.75 
Pink. Wey 22.00-23.00 
13.50-14.50 
10.50-11.00 
SARDINES—PeEr Case 
Maine, 4 Oil 7.50 
TUNA—Pur CASE 
Fey., White Meat, 14’s......12.50-14.25 
Fey., Light Meat, 14’s......11.50-12.00 


Std., Light Meat. 
Grated 7.75-8.00 
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Cut, Fey., 3 sv., No. 308......1.55-1.60 
Wax, Cut, Fey., 3 sv........ 
+2 
= 


WANTED and FOR SALE 


FOR SALE—MACHINERY 


WHEN IN NEED of food processing machinery of any kind 
wire or call: Ashley Mixon, Canning Machinery Exchange, Plain- 
view (West) Texas. 


We manufacture complete lines of food processing machinery 
for canned, frozen and fresh packed products. Wire us regard- 
ing your requirements. A. K. Robins & Co., Inc., Baltimore 2, Md. 


FOR SALE—New-Used Canning and Frozen Food Processing 
Machinery. Advise your requirements. Send list machinery you 
have to sell. Otto W. Cuyler, Webster, N. Y. 


FOR SALE—One Angelus Closing Machine #29P set for 
#2 cans; one 60 HP HRT Brick Set Boiler will trade for 30 HP 
Upright or Scotch Marine Boiler. Adv. 55191, The Canning Trade. 


FOR SALE—2 Stainless Steel Steam Blanchers; 1 Mushroom 
Grading Reel, Stainless Steel; 1 Haynie Tomato Scalder; 1 
Chain Exhaust Box, threeway; 1 Ayars Nine Pocket Tomato 
Filler; 2 Link Belt Tomato Peeling Merry-Go-Rounds; 1 Lang- 
senkamp Juice Extractor; 1 Spinach Washer; I CRCO Double 
Bean Grader; 1 Sinclair Scott Pea Grader; 1 Wolfinger Beet 
Cutter; 1 FMC Shaker Washer; 2 Rod Washers; 3 Gooseneck 
Conveyors; 1 Batch Vegetable Peeler; 2 Labelers; 3 Boxers; 
1 Ayars Juice Filler; 1 FMC Juice Pasteurizer; 1 - 57’ 5 Belt 
Inspection and Trimming Table; 12 Retorts. Adv. 55224, The 
Canning Trade. 


FOR SALE—In Baltimore: Buffalo Meat Grinder with 15 HP 
Motor; Kyler Adj. Labeler Model M, $150; Burt Caser Elec. for 
300 x 409 cans, pack 3 x 4 x 2. In Pa.: Standard-Knapp Case 
Printer type 21R; S-K Glass Unscrambler for 15 oz. straight 
side jars; CRCO Nu-Way Adj. Glass Washer for same size jars, 
Write: W. B. Osgood, 4100 Roland Ave., Baltimore 11, Md. 
Phone CHesapeake 3-6506. 


FOR SALE—Urschel Model J Dicer and Strip Cutter; C R 
Pickle Slicer; Burt Labeler, handles 202 to 404 x 709 cans, 110 
volt; Ayars 18 pocket Juice Filler set on #2’s. L. H. Moore 
Canning Co., McAllen, Tex. 


YOUR EQUIPMENT DOLLAR buys more right now! Let 
FMC quote you from the biggest stock in the Food Equipment 
Industry. What do you need? Free engineering suggestions 
offered! A square city block, filled with choice equipment. Park 
right on our premises. Fred R. Firstenberg, Pres., First 
Machinery Corp., 209-289 Tenth St., Brooklyn 15, N. Y. 


FOR SALE—(3) Ammonia Compressors: York 11 x 13, Frick 
9 x 9, Frick 8 x 8; (3) 50 gal. and (1) 80 gal. St. St. Jacketed 
Tilt Kettles; (30) St. St. and St. Clad Stationary Jacketed 
Kettles from 40 gal. to 200 gal.; (30) Stainless Steel Tanks 
from 40 gal. to 10,500 gal. sizes; (40) Welded Steel Tanks with 
Lastiglas or Mammut Lining from closed breweries (up to 
23,400 gal. sizes); Fitzpatrick Stainless Steel Comminuting 
Machines, Models D6 & F; Hope Machine Co. type 18 Semi- 
Automatic Single Piston Stainless Steel Filler, agitated Hopper, 
rising table; Niagara Stainless Steel Filter 110 sq. ft. Perry 
Equipment Corp., 1402 N. 6th St., Philadelphia 22, Pa. 


FOR SALE—CRCO Ayars 4 pocket No. 10 Tomato Filler, 
Standard Machine, Belt Drive, complete with String Bean 
attachment. Serial No. C-10254. Good condition. Chas. C. Shan- 
barger, Stewartstown, Pa. Phone: 81R4. 


FOR SALE—80 H.P. Locomotive type Boiler and 60 ft. Stack; 
Huntley 16 ft. Model C Blancher. Located in Harford County, 
Md. Adv. 55236, The Canning Trade. 
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WANTED—MACHINERY 


WANTED—Squirrel Cage Ventilator Fan with Motor; Contin- 
uous Hot Water Tomato Cooker; 9 pocket Ayars Tomato Filler; 
Gasoline Fork Truck, 12 foot lift; Label Machine for 202 to 603 
cans; Green Bean Equipment: C R Model F Snipper Pregraders 
#4, #5, #6; Urschel Cutter; Nubbin Grader; 9 foot Blancher. 
Give best price, age and condition in first letter. L. H. Moore 
Canning Co., McAllen, Tex. 


FOR SALE—FACTORIES 


FOR SALE, LEASE OR RENT — Sauerkraut and Pickling 
Plant, Western New York, heart of cabbage producing area. 
10,000 sq. ft. storage, railroad siding, canning plant 6 yrs. old. 
Excellent established market for products. Reason for sale, 
partner retiring. Adv. 55227, The Canning Trade. 


HELP WANTED 


WANTED—Several young men under 30 interested in fire 
insurance as a career. Lansing B. Warner, Inc., managers of 
Canners Exchange, has several trainee openings for field repre- 
sentatives, engineers, inspectors and office underwriters. Excel- 
lent opportunity to learn the fire insurance business and become 
established with an organization specializing in the food proc- 
essing field. For information write to: Mr. E, H. Meyer, Lansing 
B. Warner, Inc., 4210 Peterson Ave., Chicago 30, Il. 


WANTED—Live Wire Broker to sell fresh-frozen fruits, vege- 
tables, juices, evaporated fruits from New York State. A 12- 
month source of supply thus a steady income at competitive 
prices. We are located in heart of producing area with a 
quarter of a century experience. Write for full particulars at 
once as this is a rare opportunity to increase your income, 
Adv. 55233, The Canning Trade. 


SITUATIONS WANTED 


POSITION WANTED—FExperienced Field Man & Warehouse 
Supervisor. Best of references. Modern methods. Go anywhere. 
Adv. 55229, The Canning Trade. 


MISCELLANEOUS 


ENGINEERING SERVICE—Realize the full efficiency of your 
plant operation. Plant layout, Preventative Maintenance, Equip- 
ment Recommendations, Machinery Design, Quality Control 
Analysis. Efficiency through engineering. Connie Staffa, Food 
Processors Engineering Service, Manor Road, Glen Arm, Md. 


- COMPLETE BEDDING OUTFITSFor Rent or Sale to house 
extra laborers. Interstate Bedding Co., 1621 W. Carroll Ave., 
Chicago 12, Ill. Tel. CHesapeake 3-4660. 


VINER APRON SPECIALISTS—AIl types of Viner Aprons; 
endless, lacing slat, and zipper. Curtain, undercarrier and other 
canvas needs. Nationwide service. Berry Canvas Goods, In«., 
123 Delancey St., Philadelphia, Pa. 


WANTED—To buy job lots of canned foods, all sizes. Schmi't 
Wholesale Grocery, 818 Banklick St., Covington, Ky. 


LULING CHAMBER OF COMMERCE, Industrial Depa't- 
ment, wishes to contact experienced plant owner-operator \ /10 
would be interested in locating food processing plant in Luli: g. 
Details as to labor, fuel, power, water and locations and produ ‘ts 
available for processing gladly furnished. Luling Chamber of 
Commerce, Luling, Tex. 


THE CANNING TRADE 
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